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The present research attempts to investigate the use of green product among university students. The 
theory of plan behaviour underpins the research framework of this study. Specifically, this study aims to 
investigate the effect of attitude, subjective norms and perceived behavioural control on intention to 
purchase green product. In addition to that, environmental concern is incorporated in the model as the 
antecedents influencing one’s attitude towards green product.  
 




In pursue of continuing economic growth, human kind nowadays encounter environmental 
degradation, which includes global warming, climate changes, air pollution and water pollution. 
Subsequently, green lifestyles and green consumption have become the topic of utmost concern for 
government and citizens (Lien, Huang, & Chang, 2012). 
 
A recent report by Malaysia Productivity Corporation reveals that Malaysia was ranked 61st out of 
180 in Environmental Performance Index (EPI) and is performing well when it comes to dealing with 
environmental issues. Nonetheless, massive industrial development in recent years causes Malaysia still 
facing with numerous of environmental problems such as air pollution, water pollution and problem of waste 
disposal due to the rising of vehicle use and urbanisation.  
 
In addressing the environmental challenges, Malaysian government had made a strong 
commitment towards the environmental protection. The Ministry of Energy, Green Technology and Water 
(KeTTHA) was established in April 2009, with the intention to promote and urge public utilization of green 
technology as well as the consumption of green products (Nezakati & Hosseinpour, 2015). Meanwhile, 
National Green Technology Policy was launched in July 2009 with the intention to enhance the public 
awareness on green technology and promote more efficient use of green technology, which could conserve 
the natural environment and resources as well as reduce the negative impact of the human activities. Green 
Technology Financing Scheme was set up by the government to promote green technology by availing loan 
to the green technology related ventures to provide them easier access to obtain fund from the market. 
Perhaps, this scheme can assist Malaysia to transform into a low carbon growth economy. 
 
Apart from that, the environmental issues have captured the attention of the residents and 
companies. They realize that the environmental protection is vital, thus, their awareness towards green 
product consumption is building up. According to Cherian and Jacob (2012), today’s consumers have 
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started to become aware and realized about their responsibilities and roles towards the environment. They 
have more concern about environmental changes if compared to the past and it has changed their 
purchasing behaviour. From the consumers’ perspective, environmental concern tends to greatly influence 
their decision in selecting products (Zand Hessami & Yousefi, 2013). The realization and concern towards 
the environment has led to the emergence of “sustainable development” which further encourages eco 
innovation and green consumption (Joshi & Rahman, 2015). 
  
In Malaysia, companies have incorporated green technology when creating goods and services. 
Products that are manufactured through green technology and does not deem harmful to the environment 
is known as green product. Nimse, Vijayan, Kumar, and Varadarajan (2007), and Mishra and Sharma 
(2010) defined green product as the product that made from recycled materials, renewable sources, non-
toxic substances, conserve energy and water and with eco-friendly packaging. Example of green products 
including biodegradable and compostable bags for the hygiene and disposal of waste in both residential 
and commercial kitchens, organically-grown vegetables and fruits, as well as Energy Star-rated appliances 
including super bright LED indoor lighting for home interior lighting as under-cabinet lighting, task lighting, 
and closet lighting, and super bright LED outdoor lighting for gardens (Norazah, 2013). 
 
At present moment, companies in Malaysia are actively involving themselves in the green practices. 
For instance, Panasonic Malaysia Sdn. Bhd. has involved in promoting green living and offering energy 
efficient appliances and the eco-friendly PanaHome Series to Malaysian. In addition to that, Bandar Eco-
Setia Sdn. Bhd. has developed green homes with solar building integrated photovoltaics, which surrounded 
with eco-friendly landscaping. Also, there has been development of green building in Malaysia such as 
Hotel Penaga in Penang and 1 First Avenue in Petaling Jaya, Kuala Lumpur.  
 
A study by Cheah (2009) and Chen and Chai (2010) suggest that there has been an increasing 
demand for green products in Malaysia. Nonetheless, there is still lack of availability of green product in 
supermarket and grocery store which consumers visit frequently to purchase groceries and household items 
(Syaidatina Akila & Norazah, 2013). 
 
Thus, in this study, the aim is to assess university students’ awareness and behaviour towards 
green product consumption. In the following section, we provide an overview of literature which is to be 




Purchase Intention & Green Product Purchase 
 
Ajzen and Madden (1986) defined intention as the immediate antecedent of any behaviour. 
However, Kim and Han (2010) studied that intention is related to one’s relative strength of purpose in order 
to perform certain behaviour. The term of consumer behaviour is pointing out on how individuals make 
decisions to spend their available resources such as time, money, and effort on consumption-related items 
(Schiffman, Kanuk, & Wisenblit, 2010), especially how they select, purchase, use, or dispose of products, 
services, ideas, or experiences to satisfy needs and desires (Solomon, Russell-Bennett, & Previte, 2012). 
Besides, intentions are assumed to express the motivational factors that influence behaviour as well as 
how much effort that people are planning to behave or how hard people are willing to perform the behaviour 
(Ajzen, 1991). In other words, the higher the intention to involve in a behaviour, the higher the willingness 
to perform a particular behaviour. Therefore, if consumers have a strong intention towards the green 
product purchasing, they are more likely to perform the actual purchase (Schiffman et al., 2010). 
 
According to Dodds, Monroe, and Grewal (1991), the willingness of the consumers to purchase 
products can be signified as purchase intention. Purchase intentions are influenced by consumers’ 
perception towards price and quality continuum as well as the derived values (Zeithaml, 1988; Grewal, 
Krishnan, Baker, & Borin, 1998). As stated by Dodds et al. (1991) and Schiffman and Kanuk (2000), 
the possibility of a consumer to purchase a specific product can be measured by the purchase intention. In 
other words, the higher the purchase intention, the higher the willingness of a consumer to purchase a 
certain product.  
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On the other hand, purchase intention becomes an important idea in marketing literature and most 
companies are using purchase intention as the predictor to evaluate the sales of new products and the 
repurchase of existing products (Ali, Khan, Ahmed, & Shahzad, 2011). According to Chan (2001), purchase 
intention has a high possibility to affect the green purchasing, thus green purchase intention can be known 
as the predictor of green purchase behavior. Green purchasing intention can be used as an indicator of a 
subsequent behavior in response to the purchase of green products (Park & Ha, 2012). 
 
Green product purchase intention is conceptualized as the probability and willingness of a person 
to give priority to eco-friendly products over other traditional products in their purchase considerations. The 
eco-friendly product can be described as a product that manufactured using toxic-free ingredients and 
environmentally friendly procedures, and it is certified as such by a recognized organization (Gurău & 
Ranchhod, 2005). According to research studies by Beckford, Jacobs, Williams, and Nahdee (2010), and 
Chan (2001), green purchase intention is a significant predictor of green purchase behavior, which means 
that purchase intention has a positive influence on the probability of a customer decision on buying green 
products. By considering the facts, green purchase intention can be stated as “consumers’ willingness to 
tolerate and evaluate a product from the aspect of price, quality and the impacts on the environment”. In 
addition, the purchase intention can be translated to actual purchasing behavior on green products when 
the consumers believe that their effort on consumption of green products do bring positive effect (Follows 
& Jobber, 2000).  
 
In this study, green product purchase intention is defined as the probability and willingness of an 





According to Alibeli and Johnson (2009), environmental concern can be interpreted as “people are 
aware of the environmental issues and they are willing to solve the environmental problems”. Environmental 
concern also denotes the general orientation of individuals toward the environment and their level of 
concern toward environmental issues (Kim & Choi, 2005). Generally, if someone is concerned about the 
environment, that person will strongly prefer to buy a green product (Nik Abdul Rashid, 2009). 
 
Another study conducted by Franzen and Meyer (2010) stated that environmental concern can be 
defined as the awareness about the natural state of the environment which is threatened through the 
overuse of natural resources and pollution. It is sometimes conveyed in terms of new environmental (or 
ecological) paradigm (NEP), which also expresses people’s pro-environmental orientation (Sánchez & 
Lafuente, 2010). Meanwhile, citizens may not be concern at all about the environment when they are at the 
low end of environmental concern, whereas citizens who are highly concerning the environment may be 
totally concern about the environment (Mostafa, 2007b). 
 
On the other hand, Schultz (2000) proposed that environmental concerns consist of three 
correlated factors which are concerned for the self (egoistic), other people (altruistic), and the 
biosphere (biospheric). Stern and Dietz (1994) revealed that these three factors are the categories of 
ecological value orientation, which is defined by Thompson and Barton (1994) as the motivational concern. 
It is expressed for environmental issues based on the individual’s conception of his or her relation to the 
environment. In other words, the greater the environmental concerns towards green purchasing, the more 
such concerns lead to an increase in environmentally friendly purchase behaviors (Kalafatis, Pollard, East, 
& Tsogas, 1999; Laroche, Bergeron, & Barbaro-Forleo, 2001; Manaktola & Jauhari, 2007).  
 
Several authors correlated environmental concern to environmental friendly behavior. According to 
Bamberg (2002), environmental concern emerges as one of the key motivators that reflect the 
environmentally friendly behaviors. Besides, a study by Straughan and Roberts (1999) also found that there 
is a positive correlation between environmental concern and environmentally friendly behavior. Therefore, 
it can be understood that the more favorable consumer attitudes toward the environment, the lower their 
intentions to purchase from polluting companies and thus, make individual sacrifices in order to slow down 
pollution which lead to more environmentally friendly consumer behavior (Minton & Rose, 1997).  
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The Theory of Planned Behaviour 
 
The Theory of Planned Behavior (TPB) was first proposed by Ajzen (1985), concerns volitional 
behavioral decisions and the motives behind the related behavior. TPB was designed to predict and explain 
human behavior in specific contexts (Ajzen, 1991). According to the  Ajzen (1991), this theory is an 
extension of the Theory of Reasoned Action (TRA) due to there is a limitation of the original model in dealing 
with behaviors over which people have incomplete volitional control. The major difference between these 
two models is an additional dimension which is perceived behavioral control is added into the Theory of 
Planned Behavior. In other words, perceived behavioral control is another determinant of behavioral 
intention (Han, Hsu, & Sheu, 2010). Therefore, this theory considers not only volitional control but non-
volitional control in explaining an individual’s behavior.  
 
A central factor of the Theory of Reasoned Action and Theory of Planned Behavior is an individual 
intention, which provides the most accurate prediction of particular behaviors (Ajzen & Fishbein, 1980; 
Fishbein & Ajzen, 1975). Based on the theory, human behavior distinguishes three types of beliefs such as 
beliefs about the likely consequences of the behavior (behavioral beliefs), beliefs about the normative 
expectations of others (normative beliefs), and beliefs about the presence of factors that may assist or 
impede performance of the behavior (control beliefs). As a result, behavioral beliefs are assumed to 
influence attitude toward the behavior, normative beliefs result in perceived social pressure or subjective 
norm and control beliefs which provide the basis for perceptions of behavioral control (Ajzen, 1991). In 
combination, attitude toward the behavior, subjective norm, and perception of behavioral control lead to the 
formation of a behavioral intention. As a general rule, the more favorable the attitude and subjective norm 
with respect to a behavior and the greater the perceived behavioral control, the stronger should be an 




Attitude is the first determinant of behavioral intention in the Theory of Planned Behavior (TPB) 
model. The word “attitude” is derived from the Latin word “aptus” which refers to the “fitness” or “adaptness” 
and to the aptitude” that connotes a subjective or mental state of preparation for action (Allport, 1935). 
According to Eagly and Chaiken (1993), social scientists assume that there are three types of antecedents 
are liable for attitude formation. Attitudes are born out of cognitive responses, affective responses and 
behavioral responses. Cognitive responses refer to peoples’ thought or ideas about the attitude object 
which are usually termed as beliefs.  Affective responses are the peoples’ emotions and feelings that might 
be in form of favorable and unfavorable to the attitude object. Behavioral response is peoples’ action to a 
product and the evaluation is done either in a positive way or negative way.   
 
Many researchers have defined attitudes in various contexts. According to Allport (1935), attitude 
refers to “a mental and neural state of readiness, organized through experience, which exerts a directive or 
dynamic influence upon the individual’s response to all objects and situations with it is related”. Fishbein 
and Ajzen (1975) defined attitude as an individual’s positive or negative feelings about performing a specific 
behavior. Glanz, Rimer, and Viswanath (2015) have argued that attitude is determined by individual’s 
beliefs about perceived outcomes or attributes of performing the behavior, which weighted by evaluations 
of those outcomes or attributes. According to their work, a person will have a positive attitude towards 
behavior when he or she holds strong beliefs that positively valued outcomes will result from performing 
the behavior in question. In contrast, a person will have a negative attitude when he/she holds strong beliefs 
that negatively valued outcomes will result from performing the behavior in question. 
 
Not only that, in a consumer behavior approach, Solomon (2009) stated that attitude refers to “a 
lasting, general evaluation of people, objects and issues”. While, Eagly and  Chaiken (1993) defined attitude 
as a “psychological tendency that is expressed through evaluate a particular object or entity with some 
degree of favor or disfavor” (Eagly & Chaiken, 1993). In other words, attitude is affective. It reflects the 
emotions or feelings attached to categories or objects comprised of people, things, places, issues and ideas. 
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Riding on the global trend towards green products, many studies have been done about attitudes 
towards intention to buy green products. In the field of green marketing, attitudes are powerful predictors 
of green product purchasing (Tanner & Kast, 2003). Ajzen stated in the Theory of Planned Behavior that 
consumers’ beliefs form attitudes which are translated into intention and behavior (Pickett-Baker & Ozaki, 
2008). Attitudes need to be changed to turn behavior towards environmental practice (Hoyer & MacInnis, 
2004). The works by Laroche et al. (2001) highlighted that two major types of attitudes regarding 
environmental behavior, which are importance and inconvenience have been addressed in many studies 
throughout history. They stated that importance can be interpreted as “perceived importance where the 
consumers express concerns or their feelings that the ecological issues are important to them”, while 
inconvenience refers to “level of inconvenience that consumers face when they adapt or behave in an 
ecologically friendly manner”.   
 
Environmental attitude defined by Nik Abdul Rashid (2009) as a learned predisposition to respond 
consistency favorable or unfavorable manner with regard to the environment.  Zelezny and Schultz (2000) 
stated that environmental attitudes are rooted in a person’s concept of self and the extent to which an 
individual perceives himself to be an integral part of the natural environment. Environmental attitude refers 
to “a learned belief which develops from an individual’s knowledge and values about the environment and 
directs actions to support or sustain the environment (Uitto, Juuti, Lavonen, & Meisalo, 2004). Lee (2008) 
further defined that environmental attitudes as the individual’s value judgement of environmental protection 
and it tapped on the individuals’ cognitive assessment of the value of environmental protection.  
 
The influence of attitude towards green purchase intention has been widely researched in past 
studies. There has been consistent empirical proof of the positive relationship between environmental 
attitude and green purchase intention. A study by Tanner and Kast (2003) on the green purchase by Swiss 
consumers found out that green food purchases are strongly facilitated by the positive attitudes of 
consumers towards environment protection. Birgelen, Semeijn, and Keicher (2009) indicated that the 
person who secure and protect the environmental matters will be more likely to consider products with 
environmental friendly packaging in making their purchase decision. The stronger the beliefs behind these 
attitudes tends to create a stronger intention towards acting green in reality.  However, past research also 
suggested that the presence of environmental attitude does not necessarily lead to green purchasing 
intention. A study by Lee (2008) indicated that environmental attitude is not a strong determinant of young 
consumers’ purchasing behavior in Hong Kong as it ranks second last among other variables.  
 
 As indicated, there is little research on the investigation of the influence of attitude on green 
purchase intention in Malaysians context. And, the green business is recently becoming a new trend in 
Malaysia (Aman et al., 2012). More studies are needed to verify the relationship between attitude and 
intention to buy green products. 
 
2.5.1.3 Subjective Norm 
 
Subjective norm is the second determinant of behavioral intention in the Theory of Planned 
Behavior (TPB) model. Subjective norm is defined as social pressure exerted on an individual to engage in 
a particular behavior (Ajzen & Fishbein, 1980). In other words, subjective norm is the perceived social 
pressure to perform or not to perform the behavior (Ajzen, 1991). Subjective norm also refers to the degree 
of social pressure felt by the person relate to the behavior (Ajzen, 2002). 
 
Furthermore, subjective norm is the perceived opinions of significant others who are important to 
an individual and who influence his or her decision-making, which including relatives, close friends, 
colleagues, or business partners (Park, 2000). In other words, subjective norm refers to an individual’s 
beliefs which are affected by other people such as family members and friends who think that an individual 
should or should not perform a particular behavior (Rivis & Sheeran, 2003).   
 
Subjective norm is believed to be a social factor in nature (Ajzen & Driver, 1992). Subjective norm 
is an outcome of normative belief and motivation to comply. Normative belief refers as an individual 
perception about how others (those who are significant to the individual) would like one to behave in a 
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certain situation, whereas motivation to comply refers as the individual desire to comply with the opinions 
of significant others (Ajzen, 1991).  
An individual who believes that certain referents think that he or she should perform a behavior and 
who is motivated to meet their expectations will hold a positive subjective norm. On the contrary, an 
individual who believes certain referents think that he or she should not perform the behavior will have a 
negative subjective norm, while an individual who is less motivated to comply with those referents will have 
a relatively neutral subjective norm (Glanz et al., 2015). 
 
In accordance with the Theory of Planned Behavior, numerous studies have evidenced that 
subjective norm is the principal predictor of intention to behavior (Sparks & Shepherd, 1992; Harland, Staats, 
& Wilke, 1999; Kaiser & Gutscher, 2003). These studies showed that subjective norm is the important 
determinant factor in predicting positive intention toward environmentally-related behaviors. In the past, 
most researchers found that subjective norms have a positive influence on the behavioral intention (Tonglet, 
Phillips, & Read, 2004; Han et al., 2010). In other words, the more positive subjective norms people have, 
the stronger their intention to act.  
 
Several studies have found that the subjective norm is an important determinant of intention to 
purchase green products. Park and Ha (2012) indicated that people who purchase green products displays 
significantly higher levels of subjective norms compared with non-green buyers, while Wang (2014) 
demonstrated the positive influence of subjective norms on the intention to purchase green products in 
general. Furthermore, Zukin and Maguire (2004) found that subjective norms have a major influence on 
green consumption. Their studies also indicated that subjective norms are the basis of many theories and 
models concerning consumption.  
 
Additionally, subjective norms play an important role in an individual’s decision to stay in a green 
hotel (Han et al., 2010; Lien et al., 2012). In the past studies, the researchers also found that subjective 
norm positively affects customers’ intention to revisit a green hotel (Han & Kim, 2010; Chen, Hung, & Peng, 
2011). Moreover, subjective norm has a positive influence on green purchasing intention, such as 
environmentally conscious consumption (Tsarenko, Ferraro, Sands, & McLeod, 2013; Khare, 2015; Moser, 
2015).  
 
Perceived Behavioral Control  
 
Perceived behavioral control is the third determinant of behavioral intention in the Theory of 
Planned Behavior (TPB) model. Ajzen and Fishbein (1980) defined perceived behavioral control as an 
individual’s perceived ease or difficulty of performing the particular behavior. Perceived behavioral control 
also refers to one’s own capability to control various factors affecting actual behavior (Han & Kim, 2010; 
Kim & Han, 2010; Tonglet et al., 2004).  
 
According to the Theory of Planned Behavior, perceived behavioral control can be defined as a set 
of beliefs that deals with the presence or absence of requisite resources and opportunities which can 
ultimately determine intention and action. The more the resources and opportunities think they possess, 
the fewer obstacles they foresee, the greater their perceived control over the behavior should be. For 
instance, the beliefs about behavioral control may be based on past experience with the behavior, but the 
consumers will typically also influence by second-hand information about the behavior, the experiences of 
colleagues and friends, and by other factors that increase or reduce the perceived difficulty of performing 
the behavior in question. Hence, perceived behavioral control can be observed through the availability of 
the resources and opportunities to an individual which helps to determine to which extent the likelihood of 
behavioral achievement (Ajzen & Madden, 1986). 
 
Besides, perceived behavioral control is an outcome of two aspects, which are control beliefs and 
perceived power. Control beliefs can be defined as perceived presence or absence of certain factors that 
may facilitate or impede the performance of a particular behavior such as time, money and opportunity. 
Meanwhile, perceived power refers to personal evaluation of the impact of each control factor in facilitating 
or impeding the particular behavior (Ajzen, 1991).  
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The study by Ajzen (1991) also stated that the inclusion of perceived behavioral control in the model 
of Theory of Planned Behavior is partly based on the idea that behavioral control is determined jointly by 
motivation (intention) and ability (behavioral control). Therefore, an individual’s perception of control over 
behavioral performance, together with intention, is predicted to have a direct influence on behavior, 
especially when volitional control is high and when perceived control is an accurate evaluation of actual 
control over the behavior. When perceived behavioral reduces, intention can be a sufficient behavioral 
predictor in situations in which an individual perceives a high level of volitional control over the behavior. 
Hence, perceived behavioral control is forecasted to moderate the effect of intention on behavior (Madden, 
Ellen, & Ajzen, 1992).  
 
The research by Ajzen (2002) revealed that perceived behavioral control is likely to influence 
intention. A high level of perceived control should be able to enhance a person’s intention to perform the 
behavior, and increase effort and perseverance. Therefore, perceived behavioral control is expected to 
influence behavior indirectly, by its impact on intention. Additionally, when perceived control is veridical, it 
provides useful information about the actual control a person can exercise in the situation, and consequently 
can be used an additional direct predictor of behavior.  
 
Numerous studies have demonstrated that people’s intention or behavior is positively influenced 
by their self-confidence in their ability to perform the behavior (Conner & Abraham, 2001; Cheng, Lam, & 
Hsu, 2006; Baker, Al-Gahtani, & Hubona, 2007). Findings in these studies implied that when an individual 
holds little control over carrying out a certain behavior because of the lack of availability of required 
resources such as costs or time, his or her behavioral intention will be lower regardless of the fact that he 
or she has a positive attitude or subjective norm concerning the intended act.  
 
Moreover, many studies have shown that perceived behavioral control is positively linked with 
intention in various research contexts, such as green hotels (Han et al., 2010; Chen & Tung, 2014; Teng, 
Wu, & Liu, 2012; Chang, Tsai, & Yeh, 2012) and green products in general (Moser, 2015). Perceived 
behavioral control is not only a powerful factor influencing to attitude and behavior change, but also 
related to salient beliefs that have been regarded as important resources for decision-making (Armitage 
& Talibudeen, 2010; Ajzen & Madden, 1986). 
 
Last but not least, many researchers have made a conclusion that confidence in the ability of 
the individual to control their behavior shows a positive relationship with purchase intention (Baker et 
al., 2007; Taylor & Todd, 1995). These are similar to the finding of Roberts (1996) which stated that 
perceived behavioral control can positively influence consumers’ attitude and purchase intention. 
However, this is in contrast with the findings of Kim and Karpova (2010) which stated that when a 
consumer considers that reference groups may not agree to purchase a product, he or she may 
experiences psychological obstacles to perform this behavior, and it may negatively affect one’s 
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Conceptual Framework Development 
 From the foregoing discussion, we propose that there is an existence of interrelationship between 
environmental concern and the components of theory of planned behavior. Figure 1.0 below illustrate the 































Figure 1.0 Conceptual framework for the interrelationship between environmental concern and components 
of theory of planned behavior. 
 
Proposition 1:  There is a relationship between environmental concern and intention to purchase green  
  product 
 
Proposition 2:  There is a relationship between environmental concern and attitude towards green product 
 
Proposition 3:  There is a relationship between attitude and intention to purchase green product 
 
Proposition 4:  There is a relationship between subjective norm and intention to purchase green product 
 





This paper outlines a framework that could possibility explains the intention to purchase green product 
among university students. This study is a response to the call for further research in understanding 
consumer behavior in the context of green product purchase. Norazah (2013) articulates that the awareness 
on products marketed in green marketing is important in guiding consumer’s purchasing decision of green 
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manufacturers and marketers to improve the green products sales in the long-term future. Understanding 
crucial elements influencing consumer’s purchasing decisions enable marketers to develop more effective 
strategies to tackle the relevant market shares. 
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